'ﬁsﬁ ﬁ']#ﬂ]ﬁ#é*{ﬁ‘ﬁ_—uéq#ﬁﬁg‘,@g?L%wﬁmpalﬁE#

=
=k

TR TCERN eV ¥ WS Feet))

1 &

*F"’“E e R mrﬁ if‘ﬂ B g8 g\MAFi%mf Lﬁ»&%ﬁ—g*ﬂ‘i £l
FALE R AR AL RIS TAEANEE ) PR B ERFD I > A5
- REEFL RS E o gLt RN ll’“%%”z FREFH Er e L BB RS
Tr prpe i B o RFEABIGEESEFAT AT > & 77 LRRE LB 4]
%ﬂi%ﬁﬁﬁﬂﬁﬁﬁ”7wﬂ;ﬂﬂﬁmﬁﬁigﬁﬁl A EL L - AT
PIREFEy 2, BT - AT E A EANEE R AT oz BIFE
ZAIEP s S EH s A3 ’ﬁli?\g%%lp’%f{ﬁ | ¥ 74 Eroamd o R IREFFER
P el Al Al R ER e BRUEF D FPER 4 FLEAHED B
;% R - PRI ER R e IF A RER AR kY B4
FEH e paceg s TRA G AR %é$?*4émﬁﬁw%ﬂ%m#é$
ﬁ = & mf€+ﬁ@?mﬁh&ﬁ’*¢%mﬁiim Bt 1) o et o A
e FEFBARBEIE AXXUVDL| LA L Edomid éi?ﬁﬂ%?‘%ﬁo#—ﬁ\&;ﬁ
ERPEASLIZTFE > 7 2 P RGE S EL L ZHBEF AT o

Mats

AFEFSES - ARXBEER - AFIUSK - BRFAY

Title

The Relationships among Organizational Integration, Service Quality and
Performance Management- A Case of Security Industry and Condominiums
Administration Industry

Author

Wen-Chiung Chou

Abstract

This study explores the growth of entrepreneurial firms by linking entrepreneurial marketing
orientations in the marketing field and decision-making logic in the strategic field. The
research question is how an entrepreneurial firm survives the hardships of its startup period
and sustains a constant growth. In addition, we explore the interaction effect and alignment
between entrepreneurial marketing orientations and changes in decision-making logic to
address research gaps concerning the growth of traditional enterprises. These gaps include
neglecting the influence of environmental limitations, potential irregular entrepreneurial
growth, and a lack of consensus on topics related to the growth of entrepreneurial firms. We
conduct a data analysis on a case company. The results reveal that at the three stages of the
company (i.e., the startup, growth, and maturity stages), entrepreneurs typically undertake
and adjust activities with entrepreneurial marketing orientations to fulfill the objectives at
various stages. For example, at the startup stage, the entrepreneurs initially focus on activities
with entrepreneurial orientations, followed by undertaking those with marketing orientation
as market opportunities increase. In addition, when the entrepreneurial background of each
stage changes, entrepreneurs need to change their decision-making logic and thereby adjust
the content of entrepreneurial marketing orientation to enhance business performance. For
instance, they focus on bricolage to generate immediate responses at the startup stage,
emphasize effectuation for experiential applications at the growth stage, and stress strategic
planning with comprehensive considerations at the maturity stage. Through this study, we
hope that entrepreneurs can gain an understanding of how entrepreneurial firms with
congenital limitations can use their entrepreneurial marketing orientation in combination
with decision-making logic to achieve jumping growths and eventually stable instead of
perceiving entrepreneurial growth as simply a matter of luck.
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